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Letters Tell Why “Last-Minute Adve

e

CONTINUED FROM PAGE ONE

freeh and recepfive: It comes at the be-
ginnihg of the dar's aciivities, and In
many cases on the very eve of the shop-
ping tour, thus avoiding the of
charging the mind with details of yester-
day's advertising.” . )

Mornisg Readers Ready.

Another advantage that was presentsd
in & majority of ‘the letters wam that
morning paper adverfising comes at a
time when It could be acted upon. where-
a8 evening paper sdvertising lost much
of its value to the purchaser as It neces-
sitated keeping the paper overnight

An one contestant expressed it, "It in
not an unusual occurrence for my wife
to remind me that | am lale for dinner,
and that 1 must hurry throtugh my eve-
ning meal and dress, for John and Mary
sald they were coming early, or, that we
were included in & theater pariy to-night,
end must be there on time. What pos-
rible chance, therefore, has omne, under
those circomstances, to take advantage
of the advertising in the evening papers,
or even read them™

Others wrote, "Advertisements read In
the morning are remembered. They are
acted upon, mnot slept upon” ““When
tomorrow comes the advertisesment (from
the esvening paper. i -half-remembered,
the paper probably misiald and when it
i= found the second thought has pos-
sesgion of the mind.” *“Never put nu1
tll tomorrow what you can do today—|
why take the time, in the rush around |
dinner, and then the rush to re-dress for|
company or ‘an evening out’, to n‘!&l
what s advertised for tomorrow™ *7
is & great convenience for me to do my
shopping in the morning or afternoon|
ofter 1 read the ads. Instead of putting
It off till next day because of walting|
for the evening papers.” “Thsa moming
papers give you the shop news while it
I* news
You can act on L™

Another advantage frequently men-
tioned was that *“the iast word™ held
the advantage in sdvertising as in argu-
ment Many mentioned the fact that
competition being keen, merchants were
afforded nn opportunity in the morming |
papers that were more attractive than |
the offerings of competitors announced
ths evening before

“The merchant who advertises in the
morning papers can undersell the mer-
chants who advertise in the previous
evening pupers.” is the way one con-
testant expressed this idea. ““The morn-
Ing newspaper reader has a scoop over
the shopper who relies upon the even-|

when you want ft and whenjp.,pne from women, a very large mum-

-

Just before on my shopping trip.
I kpow then just what are the froshest,
newest offerings and just where to get |

them.” These were a few

of the famil

got

sary for results
testants gave vid
evenings at home, illustrating from ex-
perfence that they found the breakfast
table the place to plan the day’s shop-
ping and the moming newspaper with
its “last hoppt news” the
medium through which to learn the of-
ferings of the merchants

Many other good answers were sub-
mitted in the many answers that poured
into the advertising department. Some
were clever, some in poetry, some in dla-
jogue, others sent in In the form of
playiets or short stories  All showed
that the writers had seen or experienced
advantages from paying attention to the

Last-Minute Store Newsn™ afforded In
advertisements that appeared In the
morning newspapers. Some had gone
so far as to compile statistics showing
that in other metropolitan cities the ad-
van were so promounced that the
bulk of the advertisements appeared In
the morning newspapers

A surprising thing (n connection
with the contest was the number of
men who took an Interest in it and
sent in answers. Evidently the men
folks of V. ashington are as keen shop-
pers as are the women. Though, of
course, the large majority of letters

ber of men sent in articles and most
of them were base. upon experiences
that had happened to them or their
families

Many hailed the growth of morning
advertising in Washington as a great
boon to the shopper who was relleved
of the necessity of burdening her
mind over night with trying to re-
member the detalls of the stores’ an-
nouncements.

The contest was a decided succeas
from every standpoint, and so many
and so good were the articles entered
in it that it was decided to increase

the number of awards by the addition

ing newspaper.” * The last-minute shop-
ping news is the strongest argument for
immediate shopping.” “The merchants
alwaya make their last appeal the
sirongest.” 1 find It & great convenlence
to take a last look at the morning Dlr'eri

of fifteen prizes of $1 each. Even
with this eniarked namber of prize
winners, the judges found it difficult
to declide upo» the winners, and it was
only after spending all day Sunday

—
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that late last might the tweaty select-
ed were decided upon.

'MORNING ADS BENEFIT
SHOPPER AND MERCHANT

The advantages to the shopper from this
form of advertising are, in my opinion,
numerous, decided and Immediate, for
the following reasons:

1. The shopper has time to read the
ad carefully.

2. The ad strikes him gt the most op-
| portune time—when he is mentally alert
| and physically fresh.

3. He gets a first impression that is
clear and lasting |

4. There is no confusion of ldeas d“"f
to the ads of vival concerns about same
article.

5. Being a first jdea without modifica-
tlon from any source, It has a com-
peiling force that leads to buying.

6. It eliminates worry., because _the
shopper has now a clear idea of what
he wants and enjoys that satisfied feel-
ing of having definitely settied that par-
ticular plece of business.

7. It is the most effective form of ad-
vertising because it puts a single idea
in the mind of the shopper, gets him In
the humor for buying and clears the way
of difffeulties.

Finally—The shopper feels he is getting
a bargain, because, beilng a last minute
ad, it is more than likely the merchant
wants to move a particular stock or!
line of goods. and iz willing to make a
aacrifice to do 20. It is the one form of
advertising that works immediately to
the mutual advantage of merchant and
shopper.

HAS NO TIME TO READ
NEWSPAPERS IN EVENING

By ALBERT W. AYRE.

It is pot an unusual occurrence for my
wife to remind me that 1 am late for din-
ner, and that 1 must hurry through my
evening meal and dress, for John and
Mary mald they were coming early. or,
that we are Included In u theater party
tonight, and must be there on time. What
possible chance, therefore, has ons, un-
der those clrcumstances, to take advan-
tage of the advertising In the evening pa-
pers, or even read of them?

My Herald is dellvered at my home at
3 each morning.

clreumstances mentionad. would not
have been seen by her In the last even-
ing’s papers,

If the general public looks at “last-
minute advertising.,' such as appears In
The Herald, as 1 do, they consider it a
faver, rather than a form of business, to
have 1t brought to their attention =0
short & while before the articie is to be
purchased.

SUBURBANITE PROFITS
BY LAST-MINUTE “ADS.”

By Mrs, G. K. STUART.

T am a suburbanite, and will tell you
the advantages T derive from the morn-
ing paper—The Herald—especlally. When
husband comes In to six o'clock dinner he
has an evening paper tucked In his

i

pocket. 1 am too busy waiting on the
little family of five chlldren, to even
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THE CONGRESSIONAL,
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THE BELLEVUE,
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Liveary of Congress.
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An exception—a detached apart-
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THE CAIRO,

16th and @ Sts. N. W,
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-

BLENHEIM COURT,

1540-42 Californie St N. W,

First-class building. located 1=
best section. Well a X

FALKSTONE COURTS,

14th and Falrmont Sta. N. W.

THE KNICKERBOCKER,

1540 Mintwood Plsce N. W.

THE MAURY,

19th and G Streets N. W,

THE OREGONIAN,

1§15 15th Street N. 'W.

THE ALWYN,

'18%3 Columbin Head N. W,

THE HADDINGTON,

1840 Biltmore Street N, W,

THE VERNON,

1774 Yeou St N. W.
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Here Are the Prize- Winm'i:g Letters
In.the Washington Herald’s Contest

There is a wide awake spirit about the morning newspaper advertissments that few forms of

v

First Prize Letter

By J. A. ARAENDLE.

mercantile publicity can equal.

Being neither a “retrospection™ norsa “forecast,”

hour.

It does not compel one tb look backward to yesterday nor forward to tomorrow.
It is the “nowist” of business. .
By it the merchants take you unreservedly into their confidence; they tell you what they have,

solely of today.

it focuses the

and the price of it “right now."
This makes you feel as if you had a firmer grip on “time.”

Advertising in a morning newspaper is the specdiest way for the merchant and the public to “get

together.”

There is an “up and doing™ atmosphere about it that is stimulating to both buyer and seller.
= The “market place of the world,” no matter how large or small that world may be, offers an ever

lens of trade to the needs of the
It speaks

changing aspect to the beholder.

The latest viewpoint presents the strongest argument to the shopper.
How often it is heard: "I did not get a chance to look at the advertisements last evening, be-
cause we had company.” (Ofr&

In the morning it is diffe

own affairs; the mental vision is clearer and fresher. Then it is that “last minute” advertising speaks

so comvincingly. -

Our daily necds: These are the things for which the majority are striving.

When a morning newspaper tells people where thﬂcgnds can be supplied to the best advantage,
the shopping public is quick to realize that “last minute” #dvertising presents tomorrow’s opportunities

%o them today.

Second Prize

By MRS. B, L. BU

The advantages of the morning over the evem-
ing paper as a medium for giving sdvertiaing news

to shoppers are, hriefly, an fol
1) It crontains

offerings of the mefrhanis. becanse they
have to make up thelr copy early the preceding day

in order to xet It in the paper

the very last word am to the

With breakfast at
73, my wife has ample time to read the

or certaln makes of an articls that she |
wouid rather have, and which. under lhni

(2.) It ebhviates the neceasity

“last-minute advertising” and inciden. "'::"._': R0 15 the: merning
tally the news, before going shopping.

Even though an attractive ad appearsd details of the advertising news
in the papers of the evening before, the 4) It
“last-minute advertising’”” in the Mom- the lntest shopping news, thus ¢
ing Herald prebably offers certaln ut)'lra.,l censity of having to bother with

the evesimg bhefore) te refresh
the shopping newn.

man or woman, beeause with ¢
comes the latest shopping pews,
them with the latest ofNerings of
that day, of which they can take
the day Is over,

(6.) Amneother advantage wvery

In the morning paper gets the ve
mews, which can be perused as ¢

iy after they are over.

fien the mind from the evening before with where
you ean purchase moat advantageously.

clear and you are shie to grasp all the

combines the Intest general sews with

morning, when you may be rushed for time—ane
te get the latest mews evenis and the other (frem

(5.) 1t is of distinet advantage to the businssa

feregolng is the fact that the of flee man or woman

thus giving them an opportunity to do some shop-
ping before the duties of the dar begin, or lm-

t. There is more freedom during the

, we went to the theater, the ‘movies,” etc.”)

carly forenoon to attend tc one's

Letter

RTON.

lowe:

do mot
ington Herald.

of haviag te bur-

when the mind s

ment,

liminating the ne-
twe papers in the

your mind as 1o

bhe mornlng news
thus acgualnting
the merchants for
advantage before

from the list of

much akin te the

Ty Intest shopping
hey ride to offiee,

indeed mho falls

his advertisement.

Th irti Prize Letter

By LOUISE C. NEAVITT.

To the woman who stays st home there comes
m luil in the da)™s eoccupation after breakfast.
men baving mome (o
rchool, it Is then she finds time toa read The Wash-

furns to the advertisements.

vertined article abhe has wauted for some time.
has no time 1o aleep on the de-ision, as she would
i 1t were an evenlng paperi mo time to hear her
Bushand's objection; but on the Impulse of the me-
with money
smaller la these early hours, hat goes on and dowe
tovnn she gors and does her shopplag before ashe
has time to change her mind,

To the woman who works ail day, with some
place to o In the evening, there is no time for any
paprr but The Washington lerald, whichk fitn in
her may to office.
reads the advertisements. After work, being =l-
ready dovwn town, ahe stoph in the stores and buyra

I have noticed that about three out of every
five peeple on the street car In the morning are
reading The Washington Herald.
tenths of the shopping In done by women, and as
the morning paper. especially YOUR PAPER,
peals to all women, the merchant

The
work and the children to
Being a woman, she
She sees some nd-
She

naturally

looking larger and trombles

Sbhe, too, belng & woman,

morniag advertisements,

As about nine-

must e hlind
te sce the proper pimce to Insert

ising” Pays Advertiser as Well as Buyer

MORNING “AD” MAKES
EARLY START POSSIBLE

By THOMAS A. BURNS,

From personal observations I long ago
decided that advertising In a morning
newspaper had many advantages over
avening newspaper advertising. The
average man or woman hag & way of
glancing hurriedly over the advertise-
ments In an evening paper, and here
and there making mental notes of prices,
and articles that strike the fancy, but
in these progressive times the desire to
20 somewhers at gpight s strong in the
“earty of almost cvery one, and in the
rush to dress and get down-town, or up-
town, as the case may be, the evening
advertisements are soon forgotten.

And this !s where the morning news-
| paper gets In s real work. When morn- |
ing arrives. the morning paper. _with’
its full columne of advertising matter, |
comes as & silent but sure reminder of
the articles needed In the home and for-
gotten the night before. And then

By HELEN W, MASTIA.

The advantages of “last minute™ ad-
vertising ars so plainly obvious that
it seems almost superfiuous to enumer-
ate them.

It s inconceivable that an advertise-
ment read at alght, when both mind
and body are tired and jaded after the
day’s work, should maks as strong an
appeal as that same advertisement read

nzain, the average person likes to goO
shopping Immediately after reading a!

rgaln advertisement, and early mommn-
1In; advertising not on!y makes it pos-|
| sible for prospective purchusers to get|
{an esarly start, and with plenty of time
|to spare in which to do thelr shopping:
| b, best of all, they start out with thelr
iminds refreshed after a good* nights
| rest, and with nothing to distract them.
They have a pretty falr idea of just
{ what they want, the price of the same,
tand the places they will patronize.

'OPPORTUNITY BECKONS |
| IN LAST-MINUTE NEWS

| !
! By ARTHUR W. REER.

Thess are up-to-the-minuts times
When. alert and clear-eved, wa appear
at the lreakfast table, the contents -f
la=t nicMs newspaper Interest us no
more than the contents of last year's
bird's-nest. But there beside our cof-|
fewr cup, damp from the presas, Hes the |
| morning paper. Therein, alde by side

ith the news of the great throbbing
| world, hot from the wires that girdis
|the globe and reach out their inguisitive
tentaclen to every civilized part the
two hemispheres. are the tersely told,
and no iess interesting messages of turl
| advertisers. Yesterday is but a (iulﬂll
dream, but to-day keen reality confron:is|
us, and hers, from the thriving maris |
of trads and commerce. from the great |
| hive of Industry whose vibrant hum even
| now reaches our ears. the golden op-
portunities of to-day beckon nvitingiy
to =

Do
Here
fers
far
| tlon we need?

of

we ssek m business [nvestment?®
spread befors us are enticing of-
the acceptance of which may apell
us fulures prosperity Is It & puosi-
We feel that In respond.’
ing to the advertisement confronting s |
we have an equal ~hancs witl, the other
i fellow [ we want to rent a room,
jor a2 house? We know that he i

.

with the clearer insight of morning It
is only natural that the mind should be
clearer, the business Instinct more alert
it the beginning of the day than at ite
close. And that, Mr. Business Man, Is
the whole matter in a nutshell Place
your ad in a paper that reaches the
publie before that same public s foo
tired. mentally and physically, to camre
whether ¥ou can produce the goods or

not Make your appeal at the time when
theaters, concerts, dances and movies
do not take precedence over all else A
very aslight thing s sufficient to dis-
tract the attention of a possible pur-
chaser

Because of that the merchant who
safeguards his interests and wing favor-
able resuits from his advertising, la the

ione who jearns the shortest Interval
between the reading of his advertise-
ment and the time of purchase He

whoms ad ts freshest in the mind of the
prospectiive pure hased s, In nine canes
out of ten, the gman whoe winas Don't
#t the other fellow have the lnst word’

“Last minute™ advertising in an “up-
to-the-minute” newspaper, makes the
Bale .

WIDE-AWAKE PUBLICITY
IS BLESSING TO CITY

By A. F. JOHNSON,

The advantages shoppers enjoy from
the “last minuts™ advertlsing in the
morning newspapera are physioalogical
and can better be realized by thoss
who epjoy them than expresasd in
words, After refreshing rest the mind
is alert, ready to receive and retain
the moat ‘avorable tmprassjions. and
opportunities being offerel we prompt-
ly arct upon them -

The skillfal

advertiser who i»

able

MONTINTCEIY OON 'AGE FOUR

Use

I peep st the paper
for next day.

The barket wins

| venlent, so Into the stove It goes

| car.
| breakfast, and the
g=t to school on tme.
|a half miles from

rush commences

We
the school.
packed, hair ribbons ted, little
washed, and with a rush

for school. Then I declde that I must

| g0 shopping. After a hasty toilet I run tage,
'for the cars just in time to see them

vanishing citywards.

Just then the newsboy appears, and |

{buy a Herald. I have thirty minutes to
i read before the next car Is due. Then twen.

ty minutes more before we reich the

|
After dinper while! ana choose to the greatest advantage to
| hubby reads his paper I am busy wash-| herself. in the morning, when the body
ing dishes and hejping with the lessons is rested, and the brain ciear and alert
After all nave retired. 1| der choloe made, she can buy immediate-
look at the mending basket and then at Iy, and have the purchase delivercd the
the paper thrown carciessly on a chair

cexme day
el,

Foodstuffs,
Incidentals, luxuriea,

wearing-appar-
perhaps needed

And next morning a hasty search for fmmediately, can be obtained, and in nee-
something to start the fire In the range,
| reveals the paper on the chalr, s;»[ c‘og--m, day Is over.
ubby
| must have breakfast at six or miss his
Then the little fclk come for their reading an "ad” In the evening paper
to
llve one and
Well,
'in the course of time, lunch baskets are
| faces
they are off

|esaary cases csn be exchanged b
There s no delay,
waiting all night and perhaps forgett

in the moming, as often happens when

An  Intelligent. clear-minded person
makes the best customer, and people are
at their best In the moming, and dur-
ing the day. Woman dors most of the
shopping. In the morning she can read
the “ads™ decide upn her needs, and
make her purchases to the best advan-
without forgetting to do so 1t
she Is eatisfled with the purchase, she
can tell her friends one good sale de-
serves another Most men who
time to read the “ads” at all are thoss
; who have time to read them in the morn-
ng. They ean Inform thelr wives of

city. In that time I have found out the ... paroning that may appeal to them
|best places to shop, even to the yrices . evening paper ls seldom looked at
|of the articles, and eam return home 3 .

munch earller, thanks to The Whashing-

{ton Herald

'LAST-MINUTE APPEAL
' TO THE BUYING PUBLI

I By BELLE E. NELSON.
It has been a source of considerable

| comment, and much wonder to me, why
the “up-to-date” merchant has not
used the advertising columns of the

| morning papers more extensively. With
jthe advent of the “movies” and the
!moderate price theater the advaniage
|of the morning paper over its evening
i competitor is so overwhelming and so
| obvious, even 1o the most casual ob-
| server, that it is apparent lack of fore-
|sight on the part of the “"wide-awake™
|(7) business man to neglect to gather
|the harvest of golden dollars from the
|vast fleld spread before Rim by the
| morning paper.

The moming paper with the “last-
minute™ shopping news s the lost-
minute appeal to the buying public: it
jis the last word the merchant has to
say; his iast bid for his portion of the
|day's business. His announcement
reaches the home when one's mind |8
fresh and clear and in the most re-
| ceptive mood, and at a time when one
{is better able to thoroughly digest the
|hlrtlinl offered for the day. In faet
it is & message that reaches the home
when the “man-of-the-house,” with the
worries of the day before, behind him,
|18 inclined to be free with his purse
It reaches us when our energy l= at
its greatest and when the spirit to "Do
It ~ow" reigns supreme.

MORNING “AD” IS THE
MERCHANT’S SALESMAN

By JACK Y, FIELDMAN,

A shoping “ad” In a moming news-
paer, is the merchant's salesman, and
every reader ls a posaible customer. The
possible purchaser can read. comprenend.
———————————————————————————————————

URIC ACID
NEVER CAUSED
RHEUMATISM

1 WANT to prore it to your mtisfaction. If you
bhave Bhemmatien acute oy chromic-co matted what
your conditln—erits today for =g FREE BOOK
|oa “REDUMATIEN I3 Camse and Core.” Thoos-
fands aall R “The most wenderful took cver writ-
ten” Doa't sed 5 samp-it's ABSOLUTELY
FREER. ,
- JBSEE A, CASE, Dept B0, Brockiop. Mass

+ the next day, and the appeal of the “ads™
therein are lost. But a bargain set forth
iIn & morning paper can be immedintels
bought, and advantage Is usually takea
v do so. No walting. no forgetting,
the sale is made, and perhaps a perma-
| nent customer acquired,

The medium used to advertise in, ia
of great importance, both to tha mer-
ychant and the purchaser. If the pur-
chasér is satisfled, she will buy agaln
'and the merchant will continue to use
'the same medium, because he finds it
| profitable.

When a morning newspaper has In-
creased its advertising space by owver

thirty-thousand lines, in its dally and
seVenty-lwo thousand lines in its Sun-
day editions during a period of six
month, as The Hernld has done, that fact
glven mighty good reason why both
the putic should read, and the merchant
| should advertise in it.

'MORNING NEWSPAPER
| THE “ONE BEST BET”

\ By C. D. MEYER.

That the morning newspaper is the
“one besl bet™ for astute “bargaln-seek-
ers’”’ is fast becoming a recognized fact.

That the mind is more receptive in the
morming and the time for reading more
\propltious, Is self-evident. But, the two
sreatest reasons are these: First, the
biggest bargains are often to be found
in the moming paper. because the
shrewd advertiser hay the chance to
read what his competitor offers for the
following day and then frequently makes
his affer for the same day a littie bigger.
Sometimes he throws In a few extras;
then again, he quotes a lower price Re-
sult: The morning newspaper-reader
gains; all others lose,

- Becondly, all persons, practically with-
out exception, act. more or less, on
tmpulse. In the evening paper we often
read a bargain offer and are Impelled
with a keen desire to buy; we can't: the
store Is closed. Next morning the paper
is perhaps mispiaced or unintentionally
dﬂlmr:i or perhaps, for a number of

Iy r ne, the dexire to
purchase has worn Result™ We
rob ourselves of unity to get

something good that we really need and
might just as well own at a saving In
price. Both lose; the advertiser and
the prospective buyer.

Therefore, “the moming newspaper Is
best and The Herald., the best morning
newspaper.” best for advertisers, be-
| cause, being ieelf & bargain at & penny
—"a paper just as good for less"—it
furnishes & better class of buying pros-
pects: best, for shoppers, because, be-

have |

most likely to earry “bargain offers
which will not disappaint
Moral: Read the ads In the mormning

Herald and save money

LAST-MINUTE SHOP NEWS
APPEALS TO FRESH MIND

By ALFRED T MARKS.
reems 1o me that the advantages
thoppers enjoy through availing them-
beives of the offerings made In the
‘ing newspapers are many,
Chicfly—the announcement ¢
the mind is fresh and rec

It

momm-

omes when

Plive; it comes

jat the beginning of the day's activities,
{and in many cuses on the very eve of the
shopping 1our, thus avolding the neces-

(Eity of charging the mind with detafls of
| ¥emterday's advertising

| The me of the advertiser in the
|moming newspapers comes on “the wings
|of the morning.” when one is most likely
to have tim=, inclina_.ion and opportunity
|lr: read assl disest and decide—which is
inot the case when Ihe appeal s made in
the evening paper The shopper s bet-
ter able to appraise the bargaln at its rea!

i gL

!W-HH. In the morning. When it is pre-
sented at the close of the day it gets
scant attention for the reason that the
average shopprr, man Or Woman, enters

the iast lap of the day’s activities with a
"hurry up” to get home to dinner (if en-
Faged In business), or in the preparation
of the cvening meal (If the housewife),
A glance at th
offers before or ufter the meal, catching
up the chlel news Teatures—really
time o read ndvertising. you know, be-
cause there's the evening engagement:
theater, entertaining or being entertain-
ed—and now it's after 7 o'clock. And
there vou are

In the morning the shopper—business
man., business woman, hous:wife, overy
person—is Interested ingreading not only
the news of the preceding day and night
imore than half the “big™

‘program” and more or less mental and
physical wearinesa to take the mind off
the store news, which is the last. best
ward of the stores for that day.

MIND TOO TIRED FOR
STORE NEWS AT NIGHT

By M. E. SMOOT,

“Business first and pleasure after™
This is the motto of the usual busi-
ness man or woman—those who make
up the majority of shoppers. The
average individual spends the hours
from 7 to 5 attending to the busineas
affairs of life. One of the Important
ltems of business Is to supply ome's
daily needs in the most economical
manner possible. After this., there ls
& general Inclination to turn the kay
on the more serious concerns of life
and seck that recreation so necessary
to the health and well-being of svery
one. The evening newspaper ls read
when the business man or woman is
tired of counting dollars and cents and
the houssewife would forget., If she
could, the detalls that make up her
day: and it is then relegated to the
forgotten of the yesterdays

The next morning begins a new con-
structive perjod. We gather our ma-
terial to build a new fabric—our day's
wark. The plans must first be drawn.
Where can I procure my nesds for the
day—where can I shop to the best ad-
vantage? |ls one of the problems to be
solved. The morning newspaper Is
read in the course of the sketching of
our pians. It stands to reason that
tUimely and attractive advertisements
read at such a moment should appeal

ing & paper not given to exaggerated
statementy in (ts news columnas, it is

evening paper as chance
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Your Whole
House this Winter
‘. ON'T let cold weather

lock youupinoneroom.
A Perfeetion Smokeless Oil

Heater will bring glowing
warmth and cheer to every i
room of the house. With the

Perfection Heater near, you
can dress in comfort, clean in com-

fort, set the table
live in comfort gen

in comfort, and
erally.

The Perfection gives 10 hours of
glowing warmth on one gallon of
oi. Clean—quick—convenient.

Use Aladdin Security Qil or Diamond

White Qil to obtain
Stoves, Lamps and H

STANDARD OI

best results in Qil
eaters.

L COMPANY

(New Jersey)

BALTIMORE

?

Charloms, N. C.
Charieston, W. Ve
Charisston, 8. C

Look for the Tri- 5
angle Trademark.

In many styles and '

sizes at hardware

everywhere.

happenings |
occur after sunset), but has no evening |

I Lot

to every one and naturally enter iate
the comstruction pf the fabrie

and peneral stores




